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CHAPTER I
INTRODUCTION
Department Stores
The department store's share of the nation's retail business
has been slowly declining over the past forty years.

Di 1929» the

share of the market was 9 per cent, and as recently as I960, it had
dropped down to 7.1 per cent.

Although this decrease does not appear

to be a sizeable one in percentage terms, it is in dollar volume.
Population more than doubled between 1929 and I960 and per capita
expenditure increased considerably.
Some fifteen million families now have incomes over $10,000
per year W&ereas only a decade ago, that number was only six million.^
Traditiwally, the department stores have been most successful in
reaching higher income people for two reasons:

(1) they generally

cater specifically to this group and (2) they have stuck close to
2
their natural customer in terms of product lines.
Customers generally
have a "feel" for the store in which they purchase.

Thus, the really

successful merchant will be the one who knows and attracts his own
special segment of patronage.

People of all classes will make

^"Retail Sales Ring Up Riddle," Business Week (March 1,
1969). p. 28.
2Ibid.. p. 29.
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purchases in the store, but its main income will come from the major
class the store is designed to serve.

Price comparison across the

board Is seldom the major criterion, for mai^ people will knowingly pay
a little more for merchandise If the "quality** of merchandise "fits'*
them.

This *'quaUty" could be either real or imagined,
X department store owner may be led to feel his "Image" Is to

blame for his poor performance and thus hurriedly set about to effect
changes.

However, Information Introduced by Charles Wasson and his

associates as late as 1967-68 showed It was very difficult to change
a store’s "Image" in the eyes and minds of the customers.

A store

owner can go to great lengths and spend huge sums of money to change
his business Image, and even though the product line Itself may be
upgraded. It usually has a limited affect.

For the very thought of

buying, or even being seen in a store with a lower-class reputation Is
repugnant to class-conscious consumers.

Instead of attracting the

middle-class shoppers as intended. It actually drives them away.
Although It was not Included in Wasson's report, the author has con
cluded It probably would be easier to downgrade a store's reputation
and merchandise than upgrade one, but at considerable detriment to Its
financial picture.
The number of very successful department store owners continues

^Charles R, Wasson, Frederick B, Sturdivant, and David H,
McConaughy, Competition and Human Behavior (New York: AppletonCentury-Crofts, 1968), p. 121.
^ I d , . p. 122.
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to b« small and unless It Is improved» the downward trend mentioned
previously is likely to continue in the future.

Even though dollar

volume may be up, as undoubtedly it is from approximately fourteen
billion in I9 6 O to thirty-three billion in I9 6 8 , the percentage of
total retail trade has declined.^
According to Manley Howe Jones, in The Marketing Process, the
retailer's main task has been todetermine what services

he should

provide to the consumer, andwhich services heshould omit,

then

establish competitive price levels reflecting the amount of services
offered.^

He should analyze

serve, and try to anticipate

hismarket, those customers he wishes to
andfulfill their wants and desires.

Evidently, this is not being accomplished or if it is, not to the best
advantage.

Jones further points out that the department stores failed

to move with the times and lost customers because of inconvenient
parking and crowed traffic conditions in the downtown business section.
Parking and traffic were contributing factors, but ones which were
identifiable and correctable via the expansion to branch stores in the
suburban shopping centers.

But perhaps the most important factor in

the decline of department stores has been the choice of merchandise.^

William Lemer, Statistical Abstract of United States.
"Department Store Retail Sales*' (Washington, D. C.i Qovexnmwit Printing
Office, 1969).
^Manley Howe Jones, Marketing Process (New York:
Row, 1965), p. 22,

Harper and

^Ibid.. p. 23.
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Quality of Merchandise
Even though, as stated above, the main customers were middleclass, the department stores were carrying merchandise that was too
high in quality for the young families— the ones who collectively have
the buying power.

A department store is a large retailing business

unit, which handles a wide variety of shopping and specialty goods...
and which is organized into separate departments (one for each line)
for purposes of promotion, services, and control.

8

The key to the

definition is the last part, into separate departments.

In other

words, the department store would handle different qualities of mer
chandise, or should do so, usually grouped according to floors.
It is the retailer turning to this floor-quality basis of sell
ing that has enabled him to improve, at least in part, his economic
position.

Instead of carrying too high a quality of merchandise

throughout the store, he has limited this high quality to one floor,
with a strata of different quality goods on the remaining floors.
Profile of the "New Customer"
The department stores must now learn more about the most
important ingredient in the marketing mix— the customer.

In the early

1 9 0 0 *s, the scarcity of goods and the great demand for what was pxcduced

allowed the manufacturers to produce whatever they desired.

9

However,

8

Jones, Marketing Process, p. 32

9

John Wingate, Buying for Retail Stores (New York; PrenticeHall, 1953). p. 14.
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numerous manufacturera and the resultant large quantities of goods
have changed all that and left the customer in the enviable position
of dictating what he wants.

Much more needs to be known about the

consumer, an individual who as he becomes better educated, generally
refuses to be pressured into purchases against his will.
Merchants need to become aware of:

(1) goals and problems of

potential customers, (2 ) people's opinion of firm's products versus
competitors', (3) how customers make their final choices, and (4) the
manner in which they buy their products.
The department stores themselves are aware of the problwis
facing them and are trying to find solutions.

They are not content to

stand still and are not willing to act simply as manufacturers' agents,
but are convinced that their direct customer contacts make them better
suited to perform the functions of determining the consumer's wants.^^
The desire to find out more about the consumer in not only
retailing, but all areas of business, has prompted sociologists,
psychologists, anthropologists, and economists to enter market research
and arrive at propositions isqsortant to maiiceting management.

There

are many facets of the consumer being studied tod^, but probably one
of the most important is his status system, and an integral part of
12
that status system, social class.

Jones, Maiiceting Process, p. 112.
ingate. Buying for Retail Stores, p. 210.
^Joseph W. Newman, On Knowing the Consumer (New York:
Wiley and Sons, 1966), pp. 7 -1 3 .
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John

W. tXoyd Warner, one of the early Investigators of consumer
behavior, has stated it is time we learn all of the basic facts of our
status system. •.which will teach the adult student much of what he
needs to know about our status order, how it operates, how he fits
into the system, end what he should do to "iiqvrove*' his position.

The

businesses of men who make, sell end advertise merchandise as diverse
as houses end women's garments, or for that matter, all other mass
products are forever at the mercy of the status evaluations of their
customers, for their products are not only items of utility for those
who buy, but symbols of status and social class.

Lloyd Warner, Social Class in America (Chicago:
Research Associates, Inc., 1949), pp. 5-8.
^
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Science

CHAPTER II
A sTurnr

op s o c i a l class a n d i sc

Social Class and Status
A recurring theme in the area of marketing research and
analysis is that of social status and social class, and justifiably
so.

Social class enters into almost every aspect of our lives; into

marriage, family, business, government, work, and play.

What a woman

buys to furnish her house and clothe her family is influenced by her
social class values.^

Thus, a member of a social class will normally

select items that conform to his class's notion of good tastes.
This point is illustrated in Table 1.

It will be observed that

consumption standards vary for different social classes even when
income is held constant.

The lower down the social ladder, the greater

the emphasis placed on food and the less emphasis on education and
reading.

The middle classes obviously value the quality of the neigh

borhood and housing more than any of the groups below the white collar
line.

The home furnishings and equipment portion confirms what some

in-depth sociological studies have shown— that working class families
place more emphasis on material furnishings in the home than middle
class families do.

One such study by Katona and Mouller in 1954 found

^ Warner, Social Class in America, p. 7.
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TABLE 1
FAKLLT EXPENDITURES FOR CONSUMPTION IN MAJOR
OCCUPATIONAL GROUPING FOR FOUR INCOME
CLASSES— 1 9 6 0 -6 1 (IN PERCENTAGE OF
PERSONAL CONSUMPTION)
Families with Income of ($000)
4-5
5-6
6 -7 . 5
7 .5 -1 0
A.

Food, Beverages, and Tobacco
Expenditures by:
Salaried professionals and
officials
Clerical and sales
Skilled
Semiskilled
Unskilled

B.

25
27

28

23

23

23

24

24
24
26

24

25

24

16

14

26
26
27

25
25

Shelter Expenditures by:
Salaried professionals and
officials
Clerical and sales
Skilled
Semiskilled
Unskilled

C.

21
24

16

16
14
14
14

17
15

13
13
13

14
12
12

13

13

11
11
11

5.2
4.5

5 .1

5 .5

5.2

5.5
6.0

5 .6
6 .3

Home Furnishings and Equipment
Expenditures by:
Salaried professionals and
officials
Clerical and sales
Skilled
Semiskilled
Unskilled

4 .5

4.6
4.9
5.0
4.4

6.2
4.6
5.4
5.7
5.2
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5.6

TABLE 1— Continued

Families with Income of ($000)
h-5
5-6
6-7.5
7.5-10
D.

Education and Reading
Expenditures by:
Salaried professionals and
officials
Clerical and sales
Skilled
Semiskilled
Unskilled

2 .5

2.7
1.3
1.1
1.2

2.2
2.7
1.4
1.4
1.5

2.1
1.8
1.5
1.7
1.9

2.2
2.0
2.0
1 .5

1.7

Source : Ü, S. Bureau of Labor Statistics, Report No, 237-38
(July, 1964).

the working class shopped with the greatest vigor in the area of home
2
furnishings.
Regarding television and fUmiture, this same conclusion
was upheld by Le Grand and Udell In 1964.^
The term, social class, relates to the fact that a society is
divided Into classes which are viewed by society in total as more
important than other classes.

The classes can be ranked in a hierarchy

based on views of their own members about the value of each class based
on its contribution to all of society.
Another interpretation of social class has been given by

^John A. Reward and Jagdish H. Sheth, Theory of Buyer
Behavior (Row York; John Wiley and Sons, I9 6 9 ), p. 88.
3lbid.
^Ibid.. p. 87,
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10
Joseph Newmsn...there «re different groups in our society that do
different kinds of work and get different types and amounts of flnanolal reward.

As a consequence, each group thinks differently, acts

differently, and has different wants.

Social class and the resulting

social status has a direct bearing on idiat a person buys, where he
buys, and %dqr he buys.

Although always present, social class varia

tions are often subtle and are more Important to the marketing of some
products than others.^
Hierarchy of Social Classes
W. Lloyd Wazner, in attesting to the hierarchy mentioned above,
divided the population, or the society, into the following classes to
be used in this paper:
(1) Upper-Upper

- the old aristocracy

(2) Lower-Upper

- the "new* rich

(3) Upper-Middle - professionals and business executives
(4) Lower-Middle - skilled craftsmMi; small business owners
(5) Upper-Lower

- clerical and semiskilled production workers

(6) Lower-Lower

- unskilled laborers ; people on relief.^

According to Warner, each of these classes has adopted a different
set of Ideas about ^d&loh goals are Important in their lives.

Each

also has different ideas about %d&at Its siembers should buy, and what

^Newman, On Knowing the Ccmsumer. p. 13,
^Jones, Marketing Process, p. II3.
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goods will provide the best path to their goals.

Wives of upper-

middle class have different tastes and aspirations and thus will
purchase different consumer goods than wives of upper-lower class even
though they read the same advertisements and even buy at the same
store.?
In determining the hierarchy of six social classes, Warner
did not use income or salazy as the chief determinant of class posi
tions,

Wasson, in Competition and Human Behavior, states occupation and

source of income, but no longer size of income per se, are the principal
elements in class distinction.

The income ranges of the various classes

overlap so greatly that family revenue is, at best, a poor index of
O
class.
It is concluded» therefore, by sociologists that attitude on
the part of individuals concerned, more than money, determines class
position.
Warner, in conjunction with Pierre Martineau and the Chicago
Tribune, undertook an intensive study of social class differences in
shopping and spending behavior.

It was discovered that people in

various classes differed markedly in the stores they patronized.

Not

all women wanted to shop in high-status stores; many tended to stores
whose "social status" was perceived as congruent with their own.
felt uncomfortable in higher-status stores and expected to be

?Jones, Marketing Process, p, 114,
Masson, Competition and Human Behavior, p. 118.
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They

12
“punished" hy the sales ladies in such stores.

9

Index of Status Characteristics
But providing a hierarchy of social classes was not of any
value if such knowledge could not be put to use by marketing analysts.
Warner, going a step further, used the classes mentioned above and
devised an analysis of the market entitled the Index of Status
Characteristics (ISC).

This index, as a measurement of social class,

is based on two propositions:

(1) that economic and other prestige

factors are highly important and closely correlated with social class,
and (2) that these socio-economic factors must be translated into
social class behavior acceptable to members of any given social level
of the community.^®

The index makes use of four status characteristics

which are weighed:
(1)

Occupation

4

(2)

Source of Income

3

(3)

House Type

3

(4)

Welling Area

2

Different ratings are then assigned each of these status character
istics, ranging from "I" (highest) to “7“ (lowest) according to Table 2.
Each rating is then multiplied by the weight of that characteristic.
When the weighted totals are then added up, they are converted to

^James H. iyers and William H. Reynolds, Consumer Behavior and
Fiarketing Management (Boston : Houghton-FÜfflin Company, 1967;, p. 216.
^^Wamer, Social Class in America, p. 39.
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TABLE 2
SCALES FOR MAKING PRXMART RATINGS OF FOUR
STATUS CHARACTERISTICS
Status
Characteristic
and Rating

Definition

Occupation ;
1.
2.
3*
4.
5.
6.
7.

Professionals and proprietors of large businesses
Semi-professlonals and smaller officials of large
businesses
Cleits and kindred workers
Skilled workers
Propzdetors of small businesses
Semi-skilled woxkers
Unskilled workers

Source of Income:
1.
2.
3.
4.
5.
6.
7.

Inherited wealth
Earned wealth
Profits and fees
Salazy
Wages
Private relief
Public relief and non-respectable Income

House Type:
1.
2.
3.
4.
5*
6.
7.

Large houses In good condition
Large houses In medium condition ; medium-sized houses in
good condition
Large houses In bad condition
Medium-sized houses In medium condition; apartments in
regular apartment buildings
Small houses In good condition; dwellings over stores
Medium-sized houses In bad condition; small houses In bad
condition
All houses In very bad condition; dwellings In structures
not Intended oid.glnally for homes
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TABLE 2— Continued

Status
Characteristic
and Rating

Definition

Dwelling A%-ea:
1. Veiy high: Gold Coast, North Shore, etc,
2. High; the better subuxbs and apartment house areas,
houses with spacious yards, etc,
3, Above average; areas all residential, larger than average
space around houses; apartment areas in good condition, etc.
4, Average: residential neighboz4ioods, no deterioration in
the area
5* Below average; area not quite holding Its own, beginning
to deteriorate, business entering, etc.
6 . Low; considerably deteriorated, rundown and semi-slum
7, Veiy low; slum

Source ; Warner, Social Class in America, p, 12?,

social class according to the following table :
12 - 17

Upper Class

18 - 22

Upper Class with some upper-middle possible

23 - 24

Either upper or upper-middle

25 - 33

Upper-middle class

34 - 37

Either upper-middle or lower-middle

38 - 50

Lower-middle

51 - 53

Either lower-middle or upper-lower

54 - 62

Upper-lower

63 — 66

Either upper-lower or lower-lower
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67-69

Lower-lowerwith some upper-lower possible

7 0 - 84

Lower-lower

cless^

Warner suggests using this table for most communities whore a
close approximation is sufficient, and where some misplacement of a
few individuals will not introduce serious error.

12

Thus, although it

would be best to do a representative sampling of the areas under study
and develop a particular table, for reasons of time and money, Wamer's
suggestion will be heeded and his table used.
In order for the ISC to be a reliable and accurate index of
social class, each of the four characteristics must reflect how
Americans feel and think about the relative worth of each job, the
sources of income, and evaluation of the house and neighborhood in
which they live.

It is not the actual object itself being measured,

but the value placed on it by cultural tradition and society.
Use of Wamer's Index
The Index of Status Characteristics, will be used to cate
gorize Great Falls, a semi-industrial community, and Havre, a primarily
agricultural community.

Although Wamer's study was limited to

industrial-type cities, he stated that agricultural workers could
range along the entire scale; from gentleman farmers (Upper-Upper) to

^Warner, Social Class in America, p. 128.

^ Ibid.
13lbid.. p. 40.
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transient laborers (Lower-Lower),^^

Thus, the choice of Havre as a

comparison city for Great Falls and use of the same status character
istics would appear justified.
The purchasing policies of the Buttrey's Department Stores
located in these two cities will be evaluated to determine if the
stratification into social classes will be of use.
The feasibility of purchasing according to social class criteria
is being examined in this paper.

Sales, the principal factor in the

formula of success, should increase, as well as profits, as better use
is made of each purchasing dollar.

In addition, intangibles such as

the prestige and good will of the store, will increase as each consumer
realizes that the store clearly has his interests at heart and is
trying hard to please him.
Finally, it is hoped the road to other knowledge, useful in all
areas of marketing and business will be broadened as a result of this
in-depth analysis of Warner* s Index of Status Characteristics as
applied to the cities mentioned.
For it was W. LLoyd Warner himself who stated:
It is time we learn all of the basic facts of our status
system,..my analysis will greatly aid merchants in measuring and
understanding the human beings who make up their raai4cet.^-5

l^Wamer, Social Class in America, p. I38,
^5lbid., pp. 5-8.
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CHAPTER H I
DESCRIPTION OF GREAT FALLS AND HAVRE
Description of Great Falls^
Greet Falls, the county seat of Cascade County, is located in
western Montana, seventy miles northeast of Helena, the State Capitol,
It can boast of being the second largest city in the state, with a
population of 60,091 recorded in the 1970 census.
The present site of Great Falls was noted first in the journals
of Lewis and Clark in 1805 when they described the five drops of the
Missouri River as the "Great Falls of the Missouri."

In 1882 Paris

Gibson founded Great Falls and incorporated the city six years later.
Since that time, it has grown into a large industrial community,
surrounded by abundant natural resources.

Oil and gas fields, copper,

zinc, and lead deposits, as well as farming and livestock raising,
contribute to a well-balanced economy.
The largest industry in Great Falls is the Anaconda Company.
Its facilities for the smelting of copper and zinc and the manufacture
of wire and cables occupy a 500-acre site north of the city.

Anaconda

employs over eightewi hundred people and contributes more than
$1,000,000 monthly to the Great Falls economy.

Flour milling is the

^Information on this section provided by Great Falls Chamber
of Commerce.
17
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other principal manufacturing activity.

General i-lills and liontana

Flour liills make use of the water, electrical power and transportation
facilities which have contributed to the industrial growth of the city.
The nearness of the l-jissouri has enabled the city to harness
electrical power by the use of five dams.

The river also provides all

the water used by the citizens of Great Falls.
The city is also served by numerous modes of transportation.
There are two railways, the Burlington Northern, handling freight and
passenger traffic, and the 1Milwaukee, which is involved in freight only.
Five bus lines as well as forty flights daily at the International
Airport provide fast and convenient transportation anywhere.

Fifteen

truck lines provide quick and reliable transportation to residents for
anything desired.
The advent of the lAnuteman missile in I96O greatly helped the
econoDQr of Great Falls through the military and civilian payrolls of
iialmstrom Air Force Base, located east of the city.
Base military personnel do not own their housing, thus they
have no choice as to dwelling area.

Since they could not make use of

the Index, the author has excluded base military personnel and housing
from this study.
Great Falls is the "trade center" (retail-wholesale-financepersonal service) for over one-third of the state’s population.
point is illustrated in Table 3 for 196?.
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TABLE 3
SALES IN DOLLARS FOR 196?
Total Wholesale
Total Retail
General Merchandise
Income Par Household

$172,739 >000,00
$l60.721,000,00
$ 25,308,000,00
$
8,518,00

Table 4 is a listing of Great Palls population by employment
categories,
TABLE 4
SI4PL0YMENT IN GREAT FALLS (FULL TIME)
Schools
Princioals and Superintendents
Teachers
Clerical
SeiTvice Workers
TOTAL
Utilities
Manager (Salaried Personnel)
Clerical
Craft Foreman
Foreman (Idneman)
Miscellaneous (Sales, Operator)
TOTAL

____
1514
23
45
52
5
45

Medical and Health
Professionals (Doctors, Dentists)
Nurses
Technicians (I4ale)
Clerical
l^anagers (Salaried )
Craftsman
Other Services
TOTAL
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TABLE 4— Continued
Transportation
^tenagers dSalaried)
Clerical
Drivers
Craftsman
TOTAL
Personal Services
Managers"(Self-emplqyed )
Workers
TOTAL
Communications
Managers "(Salaried )
Clerical
Workers
TOTAL

13
10
68

17
108

_____
1624
71
7
497
575

Entertainment and Recreation
Managers (Self-employed )
TOTAL
l*ianxifacturlng
Managers (Salaried)
Workers
TOTAL
Agriculture
Managers (Self-employed)
Workers
TOTAL

5000

____
1200

Wholesale and Retail Trade
Managers (Salaried)
Workers
TOTAL
Public Administration
Managers (Salaried)
Clerical
Drivers
Craftsman
Service Workers
TOTAL

7323
152
128
314
5
1125
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TABLE 4— Continued
Business and ^ p al r
Managers (Salaried)
Workers
TOTAL
Finance, Insurancey Real Estate
Managers
Clerical
Sales
TOTAL

45
130

220
1400
124
1744

Legal. Engineers
Lawyers
Clerks (Law)
Engineers
Managers (Salaried)
Clerical
TOTAL

105
105
72
131
160

Construction
Managers (Foreman)
Laborers
TOTAL

373

573

GRAMD TOTAL E^^PLOIED

Source:

2000

25.303

Corp of Engineers. Community Impact Report. Appendix
(Omaha, Nebraska: 1970).pp. I8 Â-FT

The same data are presented in chart form below.
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CHART 1
EKPLOriŒMT IN GREAT FALLS (PERCENTAGE)

10^
20^
67 ^
yp*

Service
White Collar
Blue Collar
Professional People (^44)

679g

The 1 9 ,5 8 5 households according to the 1970 census are arranged
in Chart 2.
CHART 2^
HEAD OF HOUSEHOLD (NUMBER)

54 4
1 ,9 5 8
3 ,9 1 7
1 3 ,1 2 2

3917

Professional
Service
White Collar
Blue Collar

13,122

1970 Census of Housing; Advance Report
U.S. Government Printing Office, 1970),

(Washington, D, G. :
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’-his breakdo-wn into tyne of job and number emoloyed in each
^xrill be used, in categorizing social class by means of '.'amor's IdG.
In addition to income source and occupation, the Index is based uoon
House Type and Dtrelllng Area,

Census 1970 reports :

5
.I0JJÏ1G Ul ITS li'. GIGAT fviLLC

(a)

0.jner- 0 ecu pi ed :
,-5,000

f 5.000 - 9,999
10.000
1 5 .0 0 0
20.000
2 5 .0 0 0
35.000
5 0 .0 0 0

_
T

14,999
19.999
24,999
34,999
49,999

i.odian
i‘l6,900
TOTAL
(b)

219

1270
2242
3342
1425
996
381

9,968

Renter-Occupied :
P 40.00
60.00
80.00
100.00
120.00
1 5 0 .0 0
200.00

—
«

«M.
—
—

i.edian

TOTiLL

Source:

940.00
59.00
79.00
99.00
119.00
149.00
199.00
monthly

480
1293
1822
l646
979
1039
634
114

085.00

17,213

1970 Census' o? Housing: Advance Report ( .ashingtcn,
D. G.: Bureau of census, J.o. Department of
Coiiiierce).
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The apparent discrepancy between housing units and households
is explained by the fact that the census excludes owner-occupied
co-operatives, condorniniuns, nobile homes and trailers from the value
tabulation. According to the Community Impact Report, over 80 per cent
3
of the housing units, or 1 3 ,6 0 0 units are physically sound.
Great Falls oresents a challenge in classifying Dwelling Area.
The people of the so-called higher class have chosen not to live in
"segregated" areas. Instead, their homes are scattered throughout the
city with little regard to area. It was only in the last decade that
two or three distinctly higher class areas arose, namely Country Club
and .iountain View.

Although this problem situation exists, the Great

Falls realtors by their knowledge of properties throughout the city
have helped solve it and present a valid dtatus Characteristic.
The description of Great Falls presented above will validate
the use of Tamer's Index of Gtatus.

Havre will be described in the

next section.

4
Description of Havre

Havre, i;ontana is located in a level valley formed by the hilk
River, which courses through the city from west to east.

It is the

seat of Hill county, the most populated county in north central

^Community Impact Report. Appendix (Omaha, Nebraska:
Engineers, 1970J. p. 18a

4

Coro of

Information on this section gathered from l_r. Jon Daveline,
Havre Chamber of Commerce, 15 October 1970.
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Montana, and Is in the exact center of the east-west expanse of
Montana.

An area of natural scenic beauty, recreation, and historical

Interests lies immediately to the south.
Havre, founded in 1892, is the largest city in northern
Montana and is the "economic hub" of the area.

The major economic

factors contributing to its steady moderate growth are agriculture,
transportation, and retail and wholesale trade.

Because of its stra

tegic geographical location, Havre is developing as a regional complex
for financial, educational, medical, and professional services to all
north central Montana.
This city has a favorable business climate, coupled with
abundant supplies of water, natural resources, fuel, and electrical
power, thus providing a solid foundation for further commercial and
industrial development.
Havre is noted for its agriculture and ranching and thus, was
chosen for comparison with Great Falls, an Industrial community.

It is

the trading center of an agricultural area of some seventy-five miles
radius in which some of the largest and most prosperous farms in the
nation are located.

There are approximately 2000 farm operators who

contributed over $12,000 income per unit to the economy of Havre in
1968.

However, these operators do not reside in the city limits of

Havre, but in a sixty mile radius of the city.

Their contribution to

the economy is a sizeable one and will justify their inclusion in the
social class percentages.

In 1915, the State of Montana, as an aid to

the farming in this area, established the Northern Montana Branch
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Experiment Station» six miles southwest of Havre.

The continuous

research has contributed to the production of over $34,000,000 in
crops annually in the five and one-half counties served by this
station.
The area also produces very high quality milling and baking
wheat, as well as a large acreage of feed barley. Most of the dry land
farming area is on a strip-crop basis.

Immediately south is great

cattle country with livestock production totaling $11,000,000.

The

agricultural production of the Havre area makes this territory a pros
perous one and is attractive to processors of agricultural products.
In addition to its agriculture, Havre is a transportation
center for northern Montana,

A highway network consisting of U.S.

Highway 2 running east-west, U.S. Highway 8 ? south to Great Falls,
and other secondary roads contribute to Havre being a major trading
point.
The division line of the Burlington Northern Railway enters
here. Over 800 employees are residents of Havre and receive a pay
roll in excess of $7,000,000 annually.

Passenger and freight service,

both east and west, connect Havre with major commercial centers.
The accessibility to these markets places Havre in a competitive
position with other cities of the country.

A bus line and a local

airport imrove the city; Havre's access to other cities is assured.
The importance of Havre as a wholesale and retail trade cen
ter is significant. Several business firms which operate on inter-state
and statewide bases are located here. Visitors from Canada ourchase
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over a million dollars worth of goods annually.
Customs offices are maintained,

Both Immigration and

iïajor department stores and specialty

shops provide the products and services found in all major cities.

The

sales of these stores for I968 are shown in Table 6 .
TABLE 6
SALES IK DOLLARS FOR 1968
Retail Sales
General Merchandise
Apparel
Home Furnishings

$30,521,000
2,583,000
2,184,000
940,000

Other institutions which have a definite impact on the economic
prosperity of Havre are the Northern Montana College and the Air Force
Radar Station.

More than 1400 students are enrolled in the College

and there are 300 instructional, administrative, and maintenance
personnel employed.

This group contributes $3,500,000 annually to

the local econory.
A familiar site north of Havre is the Air Force Radar Station.
It is an integral part of the NORAD system, as well as the United
States Aerospace Defense Command.

There are more than 25 O military

personnel and 22 civilians at the station who draw an annual payroll
of $1,800,000,
community.

Their economic impact is felt throughout the Havre

As in Great Falls, the base military personnel housing will

not be included in the study.
The following breakdown of jobs was obtained from the
Safeguard Report;
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TAB3LE 7
EMPLOYMENT IN HAVRE (FULL TIME)
Schoola
Principals and Superintendants
Teachers
Clerical
Service Workers
TOTAL
Utilities
Managers (Salaried)
Clerical
Craft Foreman
Foreman (Lineman)
TOTAL
Medical and Health
Professionals(Doctors, Dentists)
Nurses
Clerical
Managers (Salaried)
Craftsman
Other Services
TOTAL

10
163
15
29
217
2
5
5
4
16

____
398

Transportation
Managers (salaried)
Clerical
Drivers
Craftsman
Laborers
TOTAL

20
3
8
65 O
97

Personal Services
'Miimagers'("^ '& *« m p lb 3rod )
Workers
TOTAL

70
239

Communications
Managers (Salaried)
Clerical
Workers
TOTAL

778

309

I5
23
95
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TABLE 7»» Continued
Entertainment and Recreation
Managers (Self-employed)
Clerical
Workers
TOTAL
Manuf acturing
Managers (Salaried)
Workers
TOTAL
Agriculture - Including Farm Operators
Outside Havre Proper
Managers (Self-employed)
Workers
TOTAL
Wholesale and Retail Trade
14anagers (Salaried)
Workers
TOTAL
Public Administration
Managers (Salaried)
Clerical
Drivers
Graftsraan
Service Workers
TOTAL

9
12
14
35

____
108

2000
4000
6000
284
1030
1314
$6
6l
40
10

64
231

Business and Repair
Managers
Workers
TOTAL

2?
54

Finance. Insurance. Real Estate
Managers
Clerical
Sales
TOTAL

49
33
25

Legal. Engineers
Lawyers
Engineers
^ianagers (Salaried)
Clerical
TOTAL

12
3
6
19

81

107
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TABLE 7— Continued
Construction
Managers (Ooreman)
Laborers
TOTAL
9918

GRAND TOTAL EMPLOYED

Sources

Community Impact Report. Appendix (Omaha, Nebraska;
Corp of Engineers, 1970), pp. 19A-F.

The same data are used to produce Chart 3.
CHART 3
EMPLOYMENT IN HAVRE (PERCENTAGE)

1.0)6
2.0)6
30.0#
67 .0#

80 "Professional" People
Service
White Collar
Blue Collar

includes 2 ,0 0 0 farm owners

According to 1970 Census, there are 8,392 households in Havre,
including farm operators.

The breakdown ty type of employment is

presented in Chart 4.
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CHART 4
HEAD OF HOUSEHOLD (NUMBER)'

80
80
16 6
2517
5622

2517

"Professional"
Service Woricer
White Collar
Blue Collar

5622

Also necessary to the stuc^ will be the following information
gathered from the 1970 Census.
TABLE 8
HOUSING UNITS IN HAVRE (INCLUDING
SURROUNDING FARMS)
(a)

Owner-Occupied Î

$ 5.000

45
217

10,000

9.999
14.999

1 5 .0 0 0

1 9 .9 9 9

20.000

24.999

379
571
1143

2 5 .0 0 0

3 4 .9 9 9
4 9 .9 9 9

1157
69

$ 5,000

35.000
5 0 .0 0 0

Median
$16,500
TOTAL

9
3590

S. Bureau Census Population Advance Report, 1970,
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TABLS 8 — Continued
(b )

Renter-Occupied :
! 40,000 6 0 ,0 0 0 80,000 1 0 0 ,0 0 0 1 2 0 ,0 0 0 1 5 0 ,0 0 0 -

65

$ 40,000
59.000

385
1492

7 9 ,0 0 0
9 9 ,0 0 0
1 1 9 ,0 0 0

665

558

149.000

116

1 9 9 ,0 0 0

87
4

2 0 0 ,0 0 0

Median
TOTAL

$ 74,000
3442

Total Units = 7032
Again, the apparent discrepancy is due to the method of the
Census Bureau of excluding mobile homes, condominiums.

The bureau also

states that over 90 per cent of the Havre homes are phqrsically sound,
an even greater percentage than Great Falls.
The next chapter. Stratification of Great Falls and Havre, will
make use of four status characteristics:
House Types, and Dwelling Area.

Income Source, Occupation,

The sections just completed have given

us the information vital to the use of these characteristics.

The

population of Great Falls and Havre will be listed according to social
class based on these characteristics.
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CHAPTER IV
STRATIFICATION OF GREAT FALLS AND HAVRE
Great Falls
The preceding chapters have pointed out that there are varying
groups In Great Falls and within those groups, a large concentration of
disposable Income.

The problem now Is to sort out and identify each

group as to social class and list them according to size.

Retail units

and their purchasing departments, newspapers and their advertisers, even
the city and its various departments will have a better idea of who
lives in Great Falls, and can take advantage of this information from a
marketing standpoint.
The demographic data listed in Chapter I H and the Index of
Status Characteristic discussed in Chapter H

will be used for the

stratification of Great Falls according to social class.
Status Characteristic :

Occupation

The first status characteristic according to Table 2 is
Occupation.

The top level, "professionals and proprietors of large

businesses," is composed of a small number of Individuals In any city.
In Great Falls, this group Includes approximately
people:

professional

doctors, lawyers, engineers, and 4^ large business proprietors.

The total is approximately 2 per cent of the population employed.
33

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

34
The second level, "semi-professionals and officials of large
businesses," would include those salaried managers of large corporations
or concerns located in the city:
Northern, and Ifontana Flour.

Anaconda, General Mills, Great

Teachers, principals, and various classes

of technicians are also in this group.

These people number 3 6 6 9 , or

15 per cent.

The third group, "clerical and kindred workers," are those
sales personnel, nurses, and secretaries who help the professional and
managerial people in fulfillment of their duties.
have received on-the-job training.

Many in this group

In Great Palls, this includes 3237

people, or 12 per cent of the total employed.
The fourth level, "skilled workers," are those individuals with
knowledge and experience in a trade or skill:
mechanics, and foreman in these jobs.

carpenters, brick-layers,

Generally, these are associated

with construction, but actually pervade all job classifications.

The

number of people in this group is 7610, or 30 per cent of those employed,
a substantial figure.
The fifth level, "proprietors of small businesses," is made up
of owner-managers, who offer services or conveniences to the remainder
of the population.

In Great Falls, the number is 412, or approximately

1 per cent of the population.
The sixth group, "semi-skilled workers," or service workers,
like the fourth group comprises a large percentage of the total work
force.

These are people with some training, but not enough to tie

them down to one specific company or job.

This group, as well as the
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seventh, will be a transient portion of the population, as automation
or a less expensive source of labor forces them out of their jobs.

In

Great Falls, 9312 persons belong to the sixth level, or 3 per cent of
the total employed.
The last level, or the seventh, "unskilled workers," Is the
group least apt to have specific roots In a community.

They have no

specific training and are made up of transient laborers and migrant
workers, particularly In the agricultural areas.

This group Is usually

the first to suffer economic setbacks of any population and such Is the
case In Great Falls with 1446 people In this category, or 5 per cent of
the population.
A synopsis of this section Is made In the table below, with
the weight assigned from Chapter 2.
TABLE 9
SYNOPSIS OF OCCUPATION (GREAT FAILS)
WEIGHT 4
Rating

1

2$

2

3

12 ^

4

30SÈ

5
6

36?S

7

5%

Totaling to over 100^ Is due to rounding.
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Status Charactqristlc!

Source of Income

This category or status characteristic relating to income
source was difficult to determine since many individuals are not
willing to give this information.

However, the categories listed in

Table 2 provide a beginning. There was approximately 2 per cent hard
core unemployment in the city of Great Falls in 1967*

Therefore, these

people can be placed in categories 6 and 7» "Public and Private Relief."^
According to Myers and Reynolds, upper-class people with "Inherited or
g a m e d Wealth" make up 2-3 per cent of the population or are in categories 1 and 2.

2

The third category, "Profits and Fees," concerns pro

fessional people and single proprietorship businesses. This group con
stitutes approximately 1000 people, or 3 per cent of the total employed.
The fourth category, "Salary," pertains to managers and other
semi-professional people.

Those in this group, so-called white col

lar workers, make up 20 per cent of the total employed.
"Wages," the fifth category includes the remainder of the
employed segment of the population, those being paid on a non-salary
basis.

This group, made up of blue collar and service workers, totals

77 per cent of the employed work force.

A synopsis of this section is presented in Table 10, with the
weight assigned from Chapter IX.

^Joel Guthals, 1967 Anaconda Copper Strike; Impact on Economy
of Great Falls. Montana (University of Montana. 1969). o. 31
^1-yers and Reynolds, Consumer Behavior, p. 211
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TABLE 10
SYNOPSIS OF INCOME SOURCE (GREAT FALLS)
WEIGHT 3
Rating

1

1.5#

2

1.5#

3

3.04

4

20.0#

5

77.0#

6

1.0#

7

1.0#

The figures presented equal greater than 100#.
Status Characteristic;

House Type

After consulting with realtors in Great Falls, houses were
classified according to value or monthly rental costs.
derived from Table 5*

These data are

Once again, time and money prevented a more

thorough analysis of each individual home.

The value of each home has

been used, therefore, as an indicator of house type.
"Large houses in good condition" constitutes the first group and
comprises only 283 units or 3 per cent of the total 1 7 ,2 1 3 units in
Great Falls.

Houses $40,000 and over are included in this first cate-

goiy.

^Table 10 includes those employed (100#), those unemployed (2#),
and those not having to Mork (3#). Thus, the reason for the discrepancy.
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The second group, "large houses in medium condition; medium
houses in good condition," ranged between $30,000 and $40,000.
hundred units are in this categozy.
apartments (monthly rent— $200^^).

Seven

The author also includes deluxe
There are 114 units in all, or 5

per cent.
The third group, "large houses in bad condition," appeared to
fall in the $27,000-$30,000 range.

The value factor included location,

but the range allowed for variances to be taken into account.
are 249 units in this grouping.

There

Apartments renting for $175-$200 per

month have been added to this categozy.

Since there az*e 317 of these,

the total for this category is 666, or 4 per cent.
The fouirth group, "medium homes in medium condition; regular
apartments," constituted a large percentage of the housing in this
city.

The value of the homes was $18,000 to $25,000 and included

27 7 4 units.

Apartments renting for $115 or more per month included

1556 units, yielding a total of 4330 units or 25 per cent.

The fifth group, "small houses in good condition; small houses
in medium condition; dwellings over stores," reached down into the median
group, a below average percentage when it is considered that the half
way mark should have been in the fourth group.

The value was rated

from $12,000 to $18,000 and included 33&3 houses.

Apartments in the

$7 5 -^ 1 1 5 per month rental range were included totalling 3047, giving a
grand total of 6410, or 31 per cent of the total.
The sixth group, "medium-sized houses in bad condition; small
houses in bad condition," was valued at $7 #500 -$1 2 ,0 0 0 and included
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1721 homes.

Apartments and rooms included in this categozy rented for

$^5-$75 per month and totaled 2193 units.

This brought the group to

391^ units» or 2 3 per cent of the total.
Finally» the seventh group, " a H houses in veiy bad condition;
dwellings in structures not intended originally for homes," was a small
percentage.

This group included 889 homes valued at $3,000 and under.

The apartments and rooms which rented for $40 and under per month
totaled 780 units.
9 per cent.

Thus, the total of this group was I669 units or

These last two groups seemed to be in proper alignment

since it was previously reported that over 80 per cent of the units
were physically sound, thus leaving the remainder for units in bad
condition.
Once again, the following table is a synopsis of the informa
tion in this section.
TABLE 11
SYNOPSIS OF HOUSE TYPES (GREAT F A U ^ )
WEIGHT 3
Rating

1

356

2

5i

3

4^

4

25SÊ

5

31 ^

6

23$

7

9%
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The only remaining status characteristic is the dwelling area.
As stated previously, this is not a clear cut ranking due to the fact
that many homes belonging to the upper class income brackets are
spread throughout the city.

Generalizations have been established

from discussions with the realtors.

The relatively few homes deviating

from the norm should not effect validity.
The following table has been drawn up for the city of Great
Falls based on units within areas (Riverview, Mountain View, Country
Club).
TABLS 12
SYNOPSIS OF DWELLING AREA (GREAT FALLS)
WEIGHT 2
Rating

1
2

7%

3

19 i

4

355^

5

155&

6

155^

7

7i

The four status characteristics in Warner*s Index have been
ranked according to the population characteristics in Great Falls.
Stratification of the city according to social class can now be deter
mined from the data in Tables 9 through 12 presented in this chapter.
Taking the weighted average for all four status characteristics and
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applying then to each rating level, the following composite of status
was developed and is shown in Table 13»
TABLE 13
COI'IPOSITE OF STATUS (GREAT FALLS)
Rating

TOTAL

1

2.1#

2

7.8#

3

9.0#

4

2 7 .0#

5

2 9 .8#

6

20.5#

7

5.3#
101.5#

W^amer used his index to rate individuals as to social class.
The assumption must be made that the Index is valid for a collection
of individuals as well, such as Great Falls and Havre.

Since the

composite was an average of the status characteristics, weighted to a
total of twelve, each rating multiplied by twelve will give the
range necessary to classify the population.

This is presented in

Table 14.
Using Warner* s Table of Values shown in Chapter 2 and the
weighted ratings in Table 14, the social classes in Table 15 are
derived.
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TABLS 14
PER CENT IN 'i^BIGHTED RATINGS
Ratings X Weight (12)

1 X 12 = 12

2.1#

2 X 12 = 24

7.8#

3 X 12 = 36

9.0#

4 X 12 = 48

27.0#

5 X 12 - 60

29.8#

6 X 12 = 72

20.5#

7 X 12 = 84

5.3#

TOTAL

101.5#

TABLS 15
SOCIAL CLASS IN GREAT FALLS ( PER CENT)
Upper class

2.1#

Upper-middle

16.8#

Lower-middle

27.0#

Upper-lower

29.8#

Lower-lower

25.8#

TOTAL

101.5#
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The comparison city of Havre will now be viewed and stratified.
Havre
The social classes of Havre will be used also to provide an
exact representation of the purchasing public.

Havre was chosen as a

comparison city because of its agricultural orientation.

The number of

farm operators and their per capita income were presented in Chapter
III.
In this breakdown also, it is intended to use the demographic
factors listed in Chapter III and the Index of Status Characteristics
discussed in Chapter H .

However, the fourth characteristic, dwelling

area, presents a problem.
Falls.

The city is not as clear and exact as Great

Warner allowed for this in his study and instead of using the

weights listed in Chapter H , devised different ones when one of the
variables was unobtainable.

Thus, the adjusted weights used will be as

follows :
Status Weights^
Occupation

5

Source of Income

4

House Type

3
Status Characteristic ; Occupation

The first characteristic discussed will be occupation.

^Warner, Social Class in America, p. 5 8 .
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ratings were categorl&ed as follows:
1.

Professionals and proprietors of large businesses

2.

Semi-professionals and officials of large businesses

3.

Clerical and kindred woricers

4.

Skilled workers

5.

Proprietors of small businesses

6.

Semi-skilled or service workers

7.

Unskilled workers
The same ratings will also apply in Havre,

Using Chapter III

and the Index, the following chart can be devised;
TABLE 16
SYNOPSIS OF OCCUPATION (HAVRE)
WEIGHT 5
Rating

1

2

16^

3

12SÈ

4

28$

5

n

6

18$

7

13$

Status Characteristic:

Source of Income

The second characteristic. Source of Income, was rated as
follows :
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1.

Inherited Wealth

2«

Earned Wealth

3.

Profita and Fees

4.

Salaxy

5.

Wages

6.

Private Relief

7.

Public Relief and Non-Respectable Income
The unemployment figure in 196? was 1 per cent* with this being

assigned levels 6 and 7«

The upper class figure of 2-3 per c«it

remains the same with the remainder made up of total employed (100 per
cent).

The latter is taken from Chart 3 resulting in the following

synopsis ;
TABLS 17
SYNOPSIS OP INCOME SOURCE (HAVRE)
WEIGHT 4
Rating

1

1.5*

2

1.5*

3

1.0*

4

26.0*

5

64.0*

6

.5*

7

.5*
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Status Characteristic ;

House Type

The third and final status characteristic is house type.

The

housing types were rated as :
Groups : 1.

large houses in good condition

2.

large houses in medium condition

3.

large houses in bad condition

4.

medium homes in medium condition

5.

small houses in good condition; small houses in
medium condition; dwellings over stores

6.

medium houses in bad condition; small houses in
bad condition

7.

all houses in veiy bad condition; dwellings in
structures not intended for homes

Conversation with Mr. Daveline, head of the Havre Chamber of
Commerce, led to establishing the following guidelines for housing:
Group 1
Group 2

- $42,000/'
-

$30,000»$42,000, Apartments and Rooms $175/'per month

Group 3

- $23,000-$30,000, Apartments

and Rooms $140/- per month

Group 4

- $17,000-$23,000, Apartments

and Rooms $100/- per month

Group 5

- $12,000-$17,000, Apartments

and Rooms $80/- per month

Group 6

• $ 7,000-$12,000, Apartments

and Rooms $60/- per month

Group 7

-

Under $5,000-$7,000, Apartments and Rooms under $40-$60

Using the guidelines established above, the following table
ranks House Type:
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TABLE 18
SYNOPSIS OF HOUSE TYPE (HAVRE)
WEIGHT 3
Rating

1
2

7$

3

8$

4

26%

5

22%

6

26%

7

10%

Once again, the last group conforms to the Impact Report's
findings of 10 per cent of Havre units in poor physical condition.
This section shows the ranking in Havre of the three status
characteristics in Warner's Index.

From the Tables 16 through 18

presented, a stratification of Havre, according to social class, was
derived.

As with Great Falls, a composite of status characteristics

was found by averaging the Havre individual indexes.

The composite is

shown in Table 19.
The averages of each status characteristic and their percentage
of the total population are shown in Table 19.

Each was weighted to a

total of twelve, yielding the data presented in Table 20,
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TABLE 19
COl'dPOSlTE OF STATUS (HAVRE)
Rating

1

3.2#

2

9.0#

3

10.3#

4

27.0#

5

29.7#

6

14.1#

7

8.0#

TABLE 20
PER CENT IN WEIGHTED RATINGS
Ratings x Weight (12)
1 X 12 = 12

3.2#

2 X 12 = 24

9.0#

3 X 12 » 36

10.3#

4 X 12 — 48

2 7 .0 #

5 X 12 = 60

29.7#

6 X 12 = 72

14,1#

7 X 12 = 84

8.0#

These weighted totals are then classified further, as with
Great Falls, according to Warner*s values in Chapter II.
the results are shown in Table 21.
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TABLE 21
SOCIAL CLASS IN HAVRE (PER CENT)
Upper class

3.2$

Upper-middle

19.3$

Lower-middle

2?.0$

Upper-lower

29,7$

Lower-lower

22.1$

The oily of Havre appears almost the same as Gireat Palls in
regard to social class, on a smaller scale, of course.

This will be

discussed in the conclusion. Chapter VI.
The population of Great Falls and Havre has been categorized
into social classes.

A department store should benefit and improve

their economic position hy using such Infoxmation.
To learn exactly how department stores are purchasing, the
author visited with the marketing personnel at Buttrey's Department
Stores located in both cities.

The information obtained from these

interviews will be presented in Chapter V, "An Analysis of Buttrey* s
Purchasing Policies."
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CHAPTER V
AN ANA1ÏSIS OF BUTTREY'S PURCHASING POLIdBS
Evexy manufacturer of goods must use some form of retail outlet
to insure his goods are made accessible to the buying public.
One form of retail institution is the department store.
definition given in Chapter I reads:

The

"a department store is a large

retailing business unit which handles a wide variety of shopping and
speciality goods, and which is organized into separate departments (one
for each line), for purposes of promotion, service, and control."
According to Richard Buskiric, in Principles of Marketing, the
retailer provides a number of functions for the consumer.

First, he

provides a definite convenience function, creating both time and place
utility.

The retailer is ready to sell merchandise at a convenient

location and nuy even deliver free.
Second, most retailers guarantee and service where appropriate
the merchandise they sell.

If the merchandise is defective, in spite

of rigid quality control and inspection, the retailer will usually
replace it or have it repaired.

This convenience saves the buyer a

great deal of time and money in attempting to re-negotiate directly with
a wholesaler or manufacturer. ^

^Richard H. BuskiHc, Principles of Marketing (New York;
Rinehart, and Winston, Incorporated, 1970), pp. 258-59.
50
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These functions are just two of the many services the retailer
provides to the consumer, and they serve to point out the Important
position the retailer and particularly the department store fulfills.
A department store can only sell what Is present In the store.
Thus, the resident or local buyer assumes a vital role.

Mr. Joel Hlll-

stead, the head buyer of Buttr^*a Department Stores In Great Falls
and Havre, was Interviewed to determine their purchasing policies.
The material presented In this chapter Is based on those Interviews.
The budgets of the stores are usually set up at the central
office, with an open-to-buy classification at the store level.

Over

65 per cent of the purchasing Is done through buyers' visits to the

markets on the East and West Coast for all the stores In the chain.
Buying Is usually done with past sales as the primary Indicator.

How

ever, some buying Is also done with regard to the salesperson actually
doing the selling.

If It Is known he prefers one brand over another

and makes most of his sales In that particular brand, then that Item Is
stocked.
In mens and ladles ready-to-wear, the Individual stores are
allowed to buy approximately 35 per cent of these goods from salesmen
who call dally.

This not only prepares department heads for possible

buying jobs, but also gives them a chance to be evaluated more directly
In their departments and Its sales.
Buttrey's central office has seven resident buyers, each of
whom may make six or seven trips a year to the so-called market place.
New York City or Los Angeles.

In addition to these main trips.
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trip* may b# made to "salesman association" meetings.

These are

held in Seattle, Denver, and Dallas, for Instance, and are not unlike
trade conventions where goods and materials are gatiiered from the
sectional manufacturers for the express purpose of attempting to Inter
est the buyers.

This side-line purchasing enables the buyer to keep up

with changes In current trends, regardless of where they may be taking
place.
This last responsibility makes a buyer worthwhile to his com
pany.

He must be able to spot and take advantage of either a new trend

or one which Is on the way out and purchase his goods accordingly.

If

the buyer makes the wrong appraisal, the con^yany must sell these
unpopular goods at a loss.

In men's and women's sportswear, Los Angeles'

styles are found to be the dominant trend setter.

Buying in different

markets results In valuable guidance In style trends.
Mr. HUlstead stated the buying policies of both the Great
Falls and Havre stores were almost Identical, because both cities
appear to have the same type of people with the same buying habits.
This conclusion Is compatible with the findings of this study as stated
In Chapter IV,
Buttrey's purchasing policies as with most established stores
have been developed and refined over a period of time.

They have kept

their ear tuned to the changes In the maitet.
It was stated in Chapter I that department stores chose a floor
by floor stratification of quality for merchandise, such as men's and
women's clothing, footwear, as well as furniture.

However, In studies
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maide by Buttrey's and quoted by Mr, HUlstead, consumers disliked
searching more than two levels for desired goods.

Thus, in the latest

expansion of Buttrey's in Great Falls, the store was constructed on one
level with separate quality areas obtained by walls, fixtures, and
tables.

Thus, the consumer can view the store's total offerings, and

the range of quality in a single glance.
floor to floor is eliminated.

The need for travelling from

This is an example of being receptive to

the wants of the consumer and conducting a business accordingly.

By

using past sales as a criterion for their purchasing policies, in
addition to intelligent forecasts of the future demands, and by
studying the consumer and his values as they change, Buttrey's
Department Stores have enjoyed the patronage of consumers in Great Falls
and Havre.
The main findings of this study will be summarized in the final
chapter.

Knowledge of the social classes of Great Falls and Havre and

the resulting affects on consumer behavior will be reviewed.

The

relevance of these findings to purchasing decisions made by Buttrey's
will be pointed out.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

CHAPTER VI
CONCLUSION
Margaret C. Plrla» in an address delivered before the
Conference on Sales and Marketing Management in I960, stated:

"If you

want your marketing and advertising program to be truly effective. It
must be tailored to reach the social class that your product flts,"^
The purpose of this paper has been to provide retailers such as
Buttrey's with a better knowledge and understanding of the people of
Great Falls and Havre, two communities in the state of Montana.

Although

aimed primarily at the department store, many institutions, private and
public, could benefit from the information presented.
It was oointed out in Chapter I that department store sales had
been declining over the past thirty years as a share of the total retail
maxicet.

One of the main reasons has been the failure to keep up with

the consumer as to changes in his style of life and personal tastes.
If the store which handled his wants failed to change with him It would
lose his allegiance quickly.

It must keep In mind what he is aspiring

to, who he Is, and which goods or services would enable him to reach
these aspirations.
Manley Howe Jones has stated that sellers need to become aware

^Margaret C. Plrle, "Marketing and Social Classes: An Anthro
pologist's View," Management Review (September, I960), p. 4>5.
54
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of:

(1) goals and problems of potential customers, (2) their opinion

of a firm's products versus its competitor's, (3) how they make their
final choices, and (4) the manner in which they buy their products.
In short, the sellers need to know the customer's goals and how he
strives after them.
In Chapter H
presented.

an understanding of the social class concept was

Howard and Sheth reported social class as describing the

condition that a society is divided into classes, that some of these
classes are viewed by the members of society as more important than
others, and that these classes can be ranked in a hierarctqr based on
the views of its mendoers.
W. Lloyd Warner divided the population into such a hierarchy
and one that has been used in this paper.
Upper-Upper
Lower-Upper
Upper-Middle
Lower-Middle
Upper-Lower
Lower-Lower
Warner went on, in a study with the Chicago Tribune and Pierre
Martineau, to study social class differences.

Then, he devised a

method, the Index of Status Characteristics, to measure social class
and status in any area desired.
The Index makes use of four characteristics— Occupation, Source
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of In come » House Type, and Dwelling Area.
each is ranked In order from 1 to 7.

These are then weighted and

When the totals are then applied

against a table developed ty Warner, the result is a social class
standing.
Warner's Index was actually a breakthrough.

Prior to his study

in the late 19^0*s, most social class research dealt with one factor,
usually occupation.

Warner developed a multiple index, using the four

status characteristics mentioned above.

Since his method was intro

duced, other researchers have adopted the multiple index.

Remarking on

it, Stewart Henderson Britt of McCann-Erikson, Incorporated stated:
"ll(%rd Warner's studies of social class represent, in my opinion, the
most important step forward in market research in mazgr years...,"
Although his book. Social Class in America, gives not the slightest
hint on marketing methods, his methodology in measuring social classes
2
could be taken over and used effectively in many a marketing study.
Warner's ISC was used to categorize the cities of Great Falls
and Havre according to social class.

A brief description of the two

cities is giv«i in Chapter I H as well as demographic data, which was
used to construct the Index.

The data, consisting of job-type and

source of income, as well as housing value and area, were obtained
from (J. S. Government Census and local Chambers of Commerce.

The

figures presented were verified by checking and comparing with several
sources.

2

Stewart H. Britt, "Strategy of Consumer Motivation," Journal
of I4arketlng, XIV, No. 1 (April, 1950), p. 6?5.
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The main research In the paper is provided in Chapter IV,

Using

the demographic information and Wamer's Index of Status Characteristics,
Great Falls' and Havre's social classes were:
Great Falls
Upper class

Havre

2.1*

1.5*

Upper-Middle

16.3*

17.3*

Lower-Middle

2 7 .0 *

28.0*

Upper-Lower

2 9 .8 *

29.0*

Lower-Lower

2 5 .8 *

2 5 .0 *

101.5*

100.8*

TOTAL

The hypothesis that there would be differences in social class
in the two cities has not proven to be so.

The percentage of blue-

collar workers was the same in Great Falls and Havre.

Even though the

white-collar workers in Havre outnumber those in Great Falls by nearly
10 per cent* which was due to the classification of large farm owners
as "white-collar*" the class rating showed only a small difference.
Social class and status are arrived at through a combination of influ
ences* not just income.

Both cities had almost half of their populati<m

employed in the higher classes (46 per cent) with the resulting higher
incomes.

A retail business operator, such as a department store* would

do well to cater to these classes of people.

Advertising, both periodic

and point of display* should reflect the higher class of these people.
Merchandise carried should be the name brand* status appealing type of
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goods.

Though a lower quality of goods should also be carried to com

plete a f u U line, emphasis should be placed on a high-quality assort
ment.
The real key to successful retailing as pointed out in Chapter
V, particularly the department store, lies with having the right goods
available to the consumer.

This is accomplished through prudent

purchasing on the part of the store buyer resulting from an intimate
knowledge of social class of his customers.

In Buttrey's Department

Stores, over one-half of the buying is taken care of at the central
level with the remainder left to the discretion of each store.

This

allows for various differences in consumer demands observable at the
store level, particularly in men's and ladies' sportswear, where social
class is most important.

This type of policy is particularly useful

in the two cities where the Air Force base personnel account for a
large "under-30 years" population and a resulting demand for so-called
"fads."
This continuing awareness on the part of Buttrey's as to the
customer's wants is an essential ingredient in the marketing mix.

An

interesting fact learned was that in Great Falls and Havre, Buttrey's
officials are seriously considering dropping the word "budget" with
reference to its merchandise.

They have found the higher-class people

regard this as a negative concept in these two cities and would not
purchase the merchandise regardless of price.

This is just one example

of knowing the people in the market and the market trends.
Buttrey's purchasing policies appear to be valid.
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have been an Indicator of what goods to purchase for the future, and is
a good policy*

The stratification presented in this paper is another

tool to be used in conjunction with it.

Instead of the so-called "seat

of the pants" approach, social class analysis offers a concrete basis
on which to judge as to who exists in a market and what his demands are
likely to be.

The majority of the residents of Great Falls and Havre

appear to be in the upper classes of the social strata.
It is hoped that other researchers use this paper as a spring
board for further observations and deeper studies in social class
analysis as a marketing device.

For knowledge is gained by taking

short steps toward truth, instead of giant leaps.

In this area of

social class and status, much more needs to be done.
In V/. Lloyd Warner* s words :

"It is time we l e a m all of the

basic facts of our status system... this analysis will greatly aid
merchants in measuring and understanding the individuals who make up
their market."
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